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Research on the Influence of Consumers’ Awareness of Tea Producing Areas on Purchasing Behavior

Gao Peng
School of Economics and Management, Nanjing Agricultural University Nanjing, Nanjing, Jiangsu, 210095, China

Abstract: The close association between tea products and their origins is the core element and essential feature of tea products.
For tea products from different regions, there are differences in consumers’ associations between the products and their origins,
which leads to differences in regional typicality, thus affecting consumers’ attitudes and behaviors towards different teas. In
this context, based on a nationwide survey of 441 consumers, the study investigates the influence of consumers’ perception of
tea origin on purchasing behavior. It is found that the image of origin and product attributes can significantly and positively
influence the effect of consumers’ perception of origin. And the cognitive effect of origin can significantly and positively
influence consumers’ brand selection and purchasing behavior. Accordingly, it is suggested that enterprises assist in improving
the level of origin cognition and brand building, should shape the image of origin, create multi-dimensional product attributes,
expand brand awareness, and build brand image together.

Keywords: Perceived effect of origin; Tea brands; Structural equation modeling; Brand selection

V=T B HLe M TR L RCIR . PR AR, X FRARIEL A
l/}§¥D+/A\EI{XXTJ‘§7[‘%%%¥D+$E:, &H%é}éﬁ'ﬂﬁ%‘@ﬁf ﬁm@ld&%%ﬁ%%o EJIJCIZEJHTJL, r%ﬁéjfl—ién:’%*/f&iﬂ‘%m—ézé

1T, MR E. oA RS S TR A,
(ERAIRIEGEAE “EAMRER” RIRE, HTRE R ShREE
PRZERH T OISR T AR Z . ZEGHTRE R
IWKHRIH A E AN L E B SRS e THREE
IEEFEG LI, RN (2024) DR E 52061,
KRB A RA TR E T B, BT
HARRRERAR, JUEE T NER, XMORRERRE BT
SEGFEE AL ETEE NN ZER, HIRER 7%
MBI AL S R R IR BN, A RIS T
SRR EERE, SRRSO ARNUE TG4, B
RIRGEREE A AMPETRT EHTA, TR
TAN T XS E SN T, Hn
TAEERA, (BRI iEmEE, S T mly
EP A PNVAE S TR i

B4, BEEL TG 2 50 7 B R A A 22
SREN, EEAIRRTL, SRR R

PECHERL RIS, AR R DAY
TR, TS [T VEPRE . BRI SSEAR HE S th
THTRE HA SR A T I E R, LA =8
THTRE BRI D TR AR TR MR, X gt — 2P s 17
INRIRY B
B, IESCRIBFITIH R E A A RIB eI A 3R

WM A E PR A A RIF IR R, (g
EETERAINITT, R HEN RSN, N H SN R 31 TS 1E
. TS B AR A AT eI B LK
THTREAS T HO AL\ RO AT SE R AP S PR 6 5%

1 =AM E

1.1 FEHA R
rp L 7= H A R K R B BF 5T ] LB 9 2 4 v 5
(2006 ) =(rsEEnkEPESEE . SR
JRFFRISAERFZY, TR NS TR (PP RIS - ] = T A

69






FRHIARIRE . P HITER L LR TETRE AR
FRAWIR I ISR R, X TR R e, &L THE
NIMBRIIT IR FEE A R SEPRIE L, R T % 1
s,

*® 1 MEIER

i M7
CEl | IZHA=H A B

sl | CE2 | oo AT SRR
MR, | CE3 | MBI & U ORI ST
(CE) | CEA4 | b=t fE L Em A i,

HEPR | CES | etk SR TR RIS

CE6 | 5y TILENZ A= A

RI1 | 1ZHIER0T 4 K

RI2 | 1ZHIAH SO A — 5 min )

RI3 | iZHAH b E AT

RI4 | iZHB B AR SR

RIS | iZHUR GG RIATH =X

RI6 | IZHUZELRIFA A FIEI, S AR
RI7 | iZzHbA R T AIFsCE AR
RI8 | iZzH AL ARTE /K g

BC1 | FARS et N RTARSEZ A5
BC2 | FoHERED A FMAEZ 45
SRR | BC3 | F S S R A
(BC) | BC4 | TFEEHHS, Foox itz
f8bR | BCS | BTERSISIZ MR FerT

FHEL A RS2, FRIEE A %= A2
TR

PAL | I AT Z BTN R

PA2 | IiZ R B FR AR A R

PA3 | % SR E A AL AL E R B AR A ARSI
TR TEHBIX 4 S SOA PR SN 9 120 ot B 25
e HBR 2

FEHIE G
(RI)
Ei=la

BC6

FEIENE | PA4

o) o3 | A RS (R E R ADE R
e |PERITRSRRA, FOAPHITE SR
P
o | POTCRRRRZ TN, 2SI
5%
oy | TR AR SO S
BB
o 2 I o i 5187
AHZ | PR2 ( J\A_ ‘ﬁz?/ [ZE=PUT RO &
(PF) INRIRZ
ke | oy | PP CT AR =i B
PR
PF4 | IR
SHARLERD

3.1 HEARMEIAR S

IPPERIER A B AT R4 2024 £ 3 A, FZRHA
M _ERENIEET N, HESRESFRINENZIE,
B TR & B 531 1, JhmI 495 £y, [mINT = 93.22%, H

wh, EIREIREEE 54 (r ARG, HREEBNER—H
HEERERE, SREIEEREER 441 (7, FEEREE
89.09%.

AR REF, MHEBIEBIRE, AT B
65.9%, itk 34.1%, FEARFBIELE . FEAKE
R E T DL E A 100%, RIREAS IS AR S
EER . HEARTEENY, BERERANZTIE S
98.9%, 98.3% RYZVFE AL T TR HLIEAE TAE. FEAR
AWAEE S, 92.8% HIZIHEWALE=T LI, RETE
8000~11999 75, fikbIk 31.2%. SHEZESRAMH 2023
FELEERAL ARSI 3268 ToAALL, FEAEHASA
Bede AU 95.1% 1B AFENSEAH BT A, =1
FRIF AT 1, HARI=20 BT, fHik 24.4%;
fEiEE, 5 23.3%; =R, HE 13.3% TiREASHERIERT
ZLBIATHR 14.1%, L5 7.7% DR Fig S 7.5%. FE
ARG TR BRI IS N o
32 ERRERMEREFSH (EFA)

R A AR TP HAR S AR EER, SFEdE
e b, RIEAKIF S R AR AT AT ERY
w7, RIEESPTHTE AR R O B2 n ferkit
T, DIMAR R s B ST 5,

AU R ) E R FZ B B i = E At
TS, FEHETRFOIr 2R, ZEeHWr R E A #TH
FoHT, —RERIEFREE R KMO ([EAT 0.6, SR 5 AR
KMO {E % 0.931 > 0.6 i & #1745 #7 p {H/]N T 0.05,
B THRIE. LR IIAEERE & TR .

BRERVER T 9071 22 H 12 FH R TR 7T I
B F, DIRA T r] DREH A& 1S B B e
K2 2ECLHL, SHkEEES, M CES, CEs,
RI4 3L 3 T, SR LR E/NT 0.4, DaRRE AR
RIMZ AR AIERE TS, HTREEAREREHE RIS
B 6 3 T Re 2 R 0T, R IeA%dE KMO
B4 0.833 > 0.6; p {E/NT 0.05 i85 THe1E. ek R
5 ERRRER A 63.362% LE LR, AKIFFIEIT O HIIA
SN R A AR
33 ERWIEEREFHH (CFA)

B UEE R b T DUBAIE AR 5 AR O U2 R A2 3%
FRE L 2 RIS R C RS ATFS TS T I —8, H RS
BEROSERTRE . ARSI s MAT, DL 18 M)
WA TR T8 (CFA) 9H7. AR A REREAR
A 441, EHOTTIECER 10 (5, FEARGE ., @i
ALERTE, CMIN/DF (K5 HIELL) =2.080, 7 1~3 (1)
JEEEIN, RSMEA (iRZEB5HR ) =0.050, AT, IFL.
CFLAI TLI F9RGEG 45 524 0.950.,0.949 .0.938 IE L VG I .
R, ZEAARSHTEF ATV, PR\ SR 2
%I CFA 1R BA RUFHIERCRE o

71



3.4 EXRKHME (AVE) FIEEEE (CR) WIE

TEF=HIA RSN & 3 CFA B B RITERCE I T#E
SR, Fit— PR AR RS IIECSE (AVE )
FHE{E5E (CR) o #39E Fornell and Larcker ( 1981 ) FrifE
AVE B RERIAS] 0.4, CR{ERKMIKERIAF] 0.7, FHED
HEAR RITHSCIERNHEGE .. AR AR &
TR T, AVE ([H95105 0.424 . 0.449, 0.665, 0.434,
0.500, k%104 DL E; CRESHIZA 0.752, 0.765, 0.799 .,
0.752. 0.797, ¥iK%E 0.7 DL L, & ATDABH &AL T )
B RIFPIRSERAASERE, EEMEEER O
R FSITERRLT .
3.5 ERXOMEKRIE

FRIEFE R 4 T S MO 3T 14 2 3 = MO\ I S
FFARIEEM, (SO TR T W 5 AR O &bt
THHTX 2SR . BHESR 2 TRl LIEH, 1
AKX AR, & NEEER AVE SESHRES A TR
TR AU ENRAE, ERE S MR ERE

%E%ﬁﬁo
i FEERIGIE
JLtYm“ﬁ TSR AR B I i & i
B, AIUE R 70 BN TR ARG S . (HAEIE S MR
IRIA T ES R BRSSPSR o4 sk
AJAE, HA CMIN/DF (K75 HHE ) =2.417, 1£1~3 [
JEREIN, RSMEACIRZE I 5 HE )=0.057 < 0.1 72 RIFAITEEIN -
IFI. CFLF1TLIAERFBVERIN. FHik, Z5&RRaHT
CERATDLRAN, PRI AR RGeS M T R
B RIFERE, HovrgREsiE (LE2) .
RIER 3 TR FTLIEH, EARIFR IR
ARSI, PRSNGSR A e AL B
AL ( B=0.806, p < 0.001) ; P=HIE G WEHNIE
A1 B2 P H AN ( B=0.247, p < 0.001) 5 =@M
EEVERIE A M= A Ay (B=0.492, p < 0.001) ;
(=R RN NFSE S ias NNl AV =Rl A ISR 2 N
( B=-0.050, p=0.494) .

R 2 FFHOAB N 2R ENMEEX AL ERBLER

AW FERI IR R FHIRBIX 5 e FEELE HTRENANE
PRI AR 0.659
FEHIHIX T % 0.372 0.816
LT i S 0.558 0.325 0.670
P 0.378 0.413 0.547 0.658
TERE N ARAZE 0.245 0.330 0.294 0.492 0.707
62— »f PFa
@——={Fr1]
#BENAED
G)— 'l | ETTINE @
G25— [ PF1 | [cer ][ ce2]| CE3”CE4|
1 1
a’ . m { BC1 |
. 7 EET oaC
1 P R T B 4
B c2 =@
1
E5—»{ PA7 BC4 |=—(e9)
o BC5 |a—610
< = EREHE &
62y——w{ A5 |
62 ! PA4
& 2 FEitIA AN R 20 [E = A 7 AR AR B D AT iR B [
R I IS EELEH A RER A X RAIGER
BRI A Estimate S.E. CR. P
FERBA IR RN < ERE NN ARE -0.050 0.045 -0.685 0.494
FERBIN IR RN < FrHIHIX B G 0.247 0.041 8.3 < 0.001
PRI R < - Fr R 0.492 0.070 5215 < 0.001
Ry ot S < FERBIARIRGE RN 0.806 0.089 10.059 < 0.001

72



4 REERT

WXAESHEEWROEM L, EEWHRTER, PR
TH T A T AR S R 28, 12 H SPSS 1 AMOS i
ITERE. JE. W00, HEE RS R TR
R ARz, BHLIT S

F—, PRI SRR IE RN B I A S T
BITHIARIE RN, THE R AR T AR08 A 1F ]
SEMAEILRIF ST I A IRAR SO . R RO A= S E
AELE A s 7 Bl 22 0 T A5 E P R i\ R B sy 2 3 Aok
FRELRRITIR 2 o

B, PEHIIARIRN T B A L R B T A
M), AEARBF T FRIGIE T B AR I A P R T 2
A R I IS D PR PR A RIS,
AU ARSI Do A TR A A

AV ERDL, AR MIRISIRI S SR DAL R &
PR DU R

H—, PPHIER D SERmE s T4 =1
IEMAEL, fEREAERA T, B S SRR TIER A KA
AL, IARTHOAS =1, ERERES SRS, WIEmfE
GAMTEXINE, AIDAERISE BRI Y, 2 INsE R
BT HIE R A

BT, 24T fEr. SE 7 HARRS AT
RN RATF-ARER, 44 B TR RS S5 R S LT
VAR VB R, i IE TR AR  m A R,
TR NIRRT K Ao b A P Sl T T
P E TR B (L, BRI, EEIET R
ITRE TR, WIS . TR B Fahok, P TRIAN
RGN T 2 R RIB TR B TR BIRZEDK
RN A = S B S AN TR R Ao

H=, TR g, B0 — e
SHHIAR R EERE . B S E I 1S B
ZEHE, RS FRHX SO EE, LA SRR H
DX SRR A Hb T A5 R S 1 2 T 3 P DL
o BEUATEGI TERE, PR BTN ERE, T
PLBIBERE AAHT MEME, IIAOKIERE., BN,
LR P EZEREN TGS, KEHE, e
FRARIZZEE . SR S R . X ERHT BN S5l &
TedtdE, EHIX SEMP~S R LA T, BNERE L
PRisrH T b, DI RA R, BE RIS RING,
IR TE O SR 2k T B, R s,
Sk
(1] S, 2R 7Rt RMHAE . S 7 FE 5N 5 7 L0 B S ATE T

[2]

[3]

(4]

[3]

[

(7

(8]

9]

[10]

[11]

[12]

[13]

[14]

[15]

F——EEL LI I IR, 2006(2):44-51.

TR ERE, AR WX R GETRE IR 5 R0
F——LL IR A B[] FE SRR, 2007,10(2):60-68.
A0, VAR SR HOTE GO 44 SR S A 8 —— 2k T
FL 7 B LA NV 2 2 OB R B AR NN 1 BT[] A0 ke 2
1S 55288,2022(8):124-127

PRI HO m AR 3 R R AL, TR I Ak
PRI SR B N —— DA SR e R e TS A B[] A
Tl R2E417,2023,28(5):229-239.

a5, S0 RV R 7, A6 R R T AN R —— R [ 22 R 4L
18 IR T B L B S s AT R 5 [ 9. e TR BT
1£,2020,23(1):131-143.

B, R0 XU FE AR A = ik 2K B2 R SR = LA R
MR ——DUMEEK . PRk BRBEADBII] A FEAAR,2012,9(1):
97-107

VFZR T MM B AL T A S0 M 5 S5 7H P =L R
S AT L 28571 57,2023(13): 100-104.

TR BT TR ORI AR 2 R A T 7 e M PR
EP RO SRR RS IR ST 1] e Rl R AR (1
ZR140R),2022(2):57-66.

ik R, S, o SR A RO R I N S R R 5T
MBI A BT A FIRESF,2017(8):110-116.
TR S RIS B B A 2R S AT SR 5 (7. 1L PE
4245,2024(1):180-182.

SRA . HL I R S R A T PR B R R O S
ST BN (AR RIS (TR AT ] S 51T 9, 2024(8):
85-88.

JE 22 PR B T T A IR R R S A T AT
T B 22 B R RHIE M S R B AT [T AR &
BRAETE2012,26(7):111-114.

DA%z

Fornell, D F Larcker. Evaluating structural equation models with
unobservable variables and measurement error[J]. Journal of
marketing research,1981:39-50.

Samlee, Shimp, Sharma S. Brand Origin Recognition Accuracy:Its
Antecedents and Consumers ’s cognitive Limitations[J]. Journal of
Inter.national Business Studies,2005(36):379-397.

Shimp, Sharma S. Consumer ethnocentrism:Construction and
validation of the CETscale[J]. Journal of Marketing Research,1987,
24(8):280-89.

TEER S =l (2001-) , 5, hELARFHA, K8,

MEERAVZBEIFST o

73



	消费者茶叶产地认知对购买行为的影响研究

